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Study conducted among Modern Plastics sub- 
scribers proved that good trade-publication 
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est-based Segments of TV Audiences. No. 5, pp. 
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ser Effectiveness by Product Type. No. 5, pp. 
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Attempts to determine whether or not the 
effectiveness of an endorser type is dependent 
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Friedman, Linda. See Friedman and Friedman. 

Gallay, Ralph. Attitudes toward Bus-Shelter Advertis- 
ing. No. 6, pp. 51-55. 

Respondents to a survey overwhelmingly ap- 
proved of bus shelters as a new advertising 
medium, favoring them over other, more tra- 
ditional types of advertising on buses and 
subways. 

Gatchel, Robert J. See Watson and Gatchel. 

Gibson, Lawrence D. Point of View: Professional 
Responsibility. No. 3, pp. 63-64. 

Comment on the article ‘‘How Black Children 
See TV Commercials,’’ by Timothy P. Meyer, 
Thomas R. Donohue, and Lucy L. Henke, 
JAR, Vol. 18, No. 5, October 1978. 

Greenberg, Marshall G. See Frank and Greenberg. 

Greene, Jerome D. Reliability of Cumulative Maga- 
zine Audiences. No. 5, pp. 75-79. 

Reports that projections from just two issues 
of a magazine are more reliable in readership 
studies than many researchers believe. 

Gregg, John P. See Treistman and Gregg. 

Hansen, Richard W. See Barry and Hansen. 

Harmon, Robert R. See Jackson, Brown, and 
Harmon. 

Headen, Robert S., Jay E. Klompmaker, and Jesse 
E. Teel. Predicting Network TV Viewing Patterns. 
No. 4, pp. 49-54. 

Report on the development and testing of the 
beta-binomial model of audience exposure to 
two-week network-TV advertising schedules. 

Hefzallah, Ibrahim M., and W. Paul Maloney. Are 
There Only Six Kinds of TV Commercials? No. 4, 
pp. 57-62. 

Identifies six techniques of structuring TV 
commercials and analyzes one of each type. 

Jackson, Donald W., Jr., Stephen W. Brown, and 
Robert R. Harmon. Comparative Magazine Adver- 
tisements. No. 6, pp. 21-26. 

Study of advertisements from four popular 
magazines found that comparative advertising 
has increased since 1960, but that its frequen- 
cy is still relatively small. 

Jagpal, Harsharanjeet S., Ephraim F. Sudit, and Hri- 
shikesh D. Vinod. A Model of Sales Response to 
Advertising Interactions. No. 3, pp. 41-47. 

Reviews the need for models of the cumulative 
effects of advertising; examines the validity of 
specific models; proposes a less restrictive 
class of models from the ones examined; ana- 
lyzes a well-known body of monthly sales- 
advertising data. 

Johansson, J. K., and Robert Redinger. Evaluating 
Advertising by Path Analysis. No. 1, pp. 29-35. — 

Application of the path-analysis approach in 
the analysis of the advertising-sales relation- 
ship. 

Jolson, Marvin A. Retailers’ Comparison of News- 
paper Media. No. 6, pp. 29-32. 

Addresses the problem of measuring effective- 
ness differences among simultaneous advertis- 
ing programs in several newspapers. 

Kamen, Joseph M. How to Get Higher Ratings and 
Sell Less. No. 2, pp. 59-60. 

When user and nonuser attitudes toward a 
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company or brand are measured independent- 
ly of each other and without regard to actual 
sales, the company or brand may rate better 
than its market share shows. 

Kamin, Howard M. Feedback. No. 1, pp. 60-61. 

Rejoinder to Alvin Achenbaum’s letter JAR, 
Vol. 18, No. 5, October 1978) regarding Ka- 
min’s article, ‘Advertising Reach and Frequency.” 

Klompmaker, Jay E. See Headen, Klompmaker, and 
Teel. 

LaBarbera, Priscilla A., and James M. MacLachlan. 
Response Latency in Telephone Interviews. No. 3, 
pp. 49-55. 

Investigates whether response-latency data 
can be beneficial to decision makers in tele- 
phone-interview situations. Also focuses on 
the collection and utilization of RL data by 
decision makers. 

Leferman, Norman B. See Rhodes, Leferman, Cook, 
and Schwartz. 

MacLachlan, James M. See LaBarbera and MacLachlan. 

Maloney, W. Paul. See Hefzallah and Maloney. 

Marshall, Cinda. See Usman, Marshall, and Smith. 

Mayer, Martin. The Telephone and the Uses of Time. 
No. 2, pp. 9-19. 

Reprint of an MIT article on the importance 
of the telephone in American life. 

Nelson, Ronald G., and David Schwartz. Voice-Pitch 
Analysis. No. 5, pp. 55-59. 

The authors found that the pitch of the re- 
spondent’s voice indicates whether he means 
what he says and how strongly he means it. 

Ostlund, Lyman E. See Clancy, Ostlund, and Wyner. 

Ptacek, Charles H., and Ivan Ross. Propensity-to- 
Buy Ratings. No. 6, pp. 43-47. 

Study shows that the elimination of nondis- 
criminators can decrease the degree of leni- 
ency error associated with ratings from two 
commonly used intent-to-buy scales. 

Ray, Michael L. See Webb and Ray. 

Redinger, Robert. See Johansson and Redinger. 

Rhodes, Edward W., Norman B. Leferman, Elizabeth 
Cook, and David Schwartz. T-Scope Tests of Yel- 
low Pages Advertising. No. 2, pp. 49-52. 

Study using T-scope tests showed that head- 
line typeface and position of brand name in a 
Yellow Pages ad plays a large part in the 
impact of the ad. 

Ross, Ivan. See Ptacek and Ross. 

Rossiter, John R. Does TV Advertising Affect Chil- 
dren? No. 1, pp. 49-53. 

Reviews evidence from research on cumula- 
tive-exposure effects and heavy-viewing ef- 
fects of TV advertising on children. 

Rubinson, Joel R. Brand Strength Means More than 
Market Share. No. 5, pp. 83-87. 

Examines the shortcomings of using market 
share alone in evaluating brand strength. 

Saegert, Joel. Another Look at Subliminal Perception. 
No. 1, pp. 55-57. 

Summarizes results from recent subliminal- 
perception studies and concludes that further 
subliminal-perception research should be con- 
ducted in the advertising/marketing area. 

Sampson, David E., and Anthony N. Diina. Increased 
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Efficiency for Bank Advertising. No. 1, pp. 37-40. 
Describes a method developed for a regional 
bank, and applied to other marketing purpos- 
es, that increases management control over 
advertising expenditures. 

Schaefer, Wolfgang. Feedback: Selective Perception 
in Operation. No. 1, pp. 59-60. 

Comment on Herbert Krugman’s ‘‘Memory 
without Recall, Exposure without Percep- 
tion,’ JAR, Vol. 17, No. 4, August 1977. 

Scheibe, Cyndy. Sex Roles in TV Commercials. No. 
1, pp. 23-27. 

Review of the literature on sex roles and 
advertising shows that while there have been 
papers and articles on the way characters are 
portrayed on commercials, there are few stud- 
ies on the effects these portrayals have on 
viewers. 

Schlinger, Mary Jane. A Profile of Responses to 
Commercials. No. 2, pp. 37-46. 

Describes a technique developed by Leo Bur- 
nett for quantifying consumers’ subjective re- 
actions to television commercials. 

Schultz, Don E. What Media Research Do Its Users 
Want? No. 6, pp. 13-17. 

Survey conducted among the largest advertis- 
ers and agencies gives the answer to this 
question. 

Schwartz, David. See Nelson and Schwartz. 

Schwartz, David. See Rhodes, Leferman, Cook, and 
Schwartz. 

Smith, Joseph G. Should We Measure Involuntary 
Responses? No. 5, pp. 35-39. 

Light-hearted discussion of God’s and the 
FTC’s view of brain-hemisphere research and 
_ the ethics of such research. 

Smith, Mickey Charles. See Usman, Marshall, and 
Smith. 

Sudit, Ephraim F. See Jagpal, Sudit, and Vinod. 

Swinyard, William R. How Many Ad Exposures Is a 
Sales Call Worth? No. 1, pp.17-21. 

Reports on a study comparing the effects of a 
single personal sales call versus repetitive 
advertising exposures. 

Szybillo, George J., and Robert Berger. What Adver- 
tising Agencies Think of Focus Groups. No. 3, pp. 
29-33. 

Summarizes recent literature on focus groups 
and answers such questions as why focus 
groups are used by advertising agencies and 
what functions focus groups perform for the 
agencies. 

Tankersley, Clint B. See Venkatesh and Tankersley. 

Teel, Jesse E. See Headen, Klompmaker, and Teel. 

Teel, Jesse E., William O. Bearden, and Richard M. 
Durand. Psychographics of Radio and Television 
Audiences. No. 2, pp. 53-56. 

Examines the psychographic differences be- 
tween members and nonmembers of radio and 
TV audiences. 

Treiman, Beatrice R. See Wolfe and Treiman. 

Treistman, Joan, and John P. Gregg. Visual, Verbal, 
and Sales Responses to Print Ads. No. 4, pp. 
41-47. 

Research conducted for Avon Products found 
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that eye-movement data were useful in deter- 
mining the strengths of alternate brochure 
advertisements. 

Usman, Syed I., Cinda Marshall, and Mickey Charles 
Smith. Feedback. Differences between Actual and 
Advertised Uses of Drugs: A Replicated Study. No. 
4, pp. 65-69. 

Doctors frequently prescribe drugs for uses 
other than those advertised and/or indicated 
by the manufacturer. 

Venkatesh, Alladi, and Clint B. Tankersley. Magazine 
Readership by Female Segments. No. 4, pp. 31-38. 

Analyzes and compares the magazine reader- 
ship profiles of three groups of women—fem- 
inists, moderates, and traditionalists —and 
discusses their implications to media segmentation. 

Vinod, Hrishikesh D. See Jagpal, Sudit, and Vinod. 

Wales, Hugh G. See Bettinger, Dawson, and Wales. 

Watson, Paul J., and Robert J. Gatchel. Autonomic 
Measures of Advertising. No. 3, pp. 15-26. 

Review of some psychophysiological response 
systems that may help in determining adver- 
tising effectiveness. 

Webb, Peter H., and Michael L. Ray. Effects of TV 
Clutter. No. 3, pp. 7-12. 

Study of the effects of two variables on ad- 
vertising effectiveness: (1) the total amount of 
clutter; (2) the amount of program promotions 
and public-service announcements. 

Weinstein, Curt. See Appel, Weinstein, and Weinstein. 

Weinstein, Sidney. See Appel, Weinstein, and 
Weinstein. 

Wolfe, Arthur C., and Beatrice R. Treiman. Postage 
Types and Response Rates in Mail Surveys. No. 1, 
pp. 43-48. 

Reviews studies on what kinds of stamp to 
use on outgoing and return envelopes in mail 
surveys and reports on authors’ study of the 
same. 

Woodside, Arch G., and Robert A. Fleck, Jr. The 
Case Approach to Understanding Brand Choice. 
No. 2, pp. 23-30. 

Reports on the cues, processes, and networks 
of consumers’ brand-choice decisions and ad- 
vertising implications. 

Wyner, Gordon A. See Clancy, Ostlund, and Wyner. 
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